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DO YOU KNOW 
ABOUT THE IDEA FILE? 


Conceived to help improve the cre- 
ation and production of direct mail, 
the Idea File was originally pre- 
sented in 52 weekly units to 500 
clients and friends of MAILINGS 
INCORPORATED. Details appearing 
in Printers’ Ink, Advertising Age, 
The Mail Order Journal, The Re- 
porter of Direct Mail and the Bul- 
letin of the Direct Mail Advertis- 
ing Association produced countless 
requests for individual units and 
for the entire series from points as 
far distant as New Zealand. In- 
quiries were discouraged because 
the File was expensive to produce 
and mail—but they answered, 
“We'll pay the cost.” The 52-piece 
series encased in a convenient con- 
tainer is, therefore, being made 
available in a small, limited edi- 
tion to qualified users of direct mail. 

While complete sets last, we will 
send you a numbered, inscribed 
Idea File for your desk or cabinet 
containing the original 52 units, 
with complete instruction for pro- 
duction and sources of supply. 

GUARANTEE: Use the ideas 
in your work for ten days; study 
the suggestions ; send for the many 
free items mentioned for your di- 
rect mail library; then, if you're 
not completely satished —if you 
don’t get help worth many times 
ten dollars, return the File and the 
charge will be cancelled. 
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Originally issued as Unit #42 in the Mailings Idea File series, 
this survey produced such instantaneous commendation that it 
was necessary to immediately print additional copies to fill un- 
solicited requests. Otto Kleppner, author of the standard text, 
Advertising Procedure, thought so well of the facts contained in “TESTS” 
that he brought it to the attention of the Marketing Departments of the 
leading Universities from coast to coast. Bob Chase, Circulation Manager of 
American Home magazine and President of the Hundred Million Club 
(expert mail order advertisers) spoke so favorably of “TESTS” at one of 
their meetings that we are still receiving requests for copies. Members of 
our own Idea File group have continued to ask for additional copies for 
associates and for their advertising agencies. One large publisher requested 
20 copies for his circulation department. 


Why We Want To Send You A Copy FREE 


Despite the fact that more money is spent on advertising that goes direct 
through the mails than on any other medium — it is still the orphan of the 
advertising family. Ignored by aimost all the big advertising agencies, mis- 
handled by unprogressive printers and letter-shops, shifted and shunted by 
national advertisers to inexperienced assistants and subordinates, direct 
mail has had a heavy load to carry. 


In the belief that what helps direct mail helps all of us — Maslings 
Incorporated wishes to send you this survey of the methods and results of 
the most astute users of the medium — the men who make their money 
getting orders and inquiries by mail. 


A BRIEF EXPLANATION — To avoid unnecessary correspondence, may 
we state frankly that Mailings Incorporated is not interested in accounts 
outside of New York City — nor do we solicit any copy or creative assign- 
ments. And we most certainly do not desire small multigraphing jobs or 
mailings from companies whose products or reputation cannot stand close 
investigation. But we do want and will work night and day for companies 
of high calibre who mail a million or more pieces a year. To them we offer 
sound creative assistance and a plant that is geared for mass mailings. 


Whether you fit the above description or not, if you live in New York or 
out—you can still have “TESTS” with our compliments. It’s free. No sales- 
man will call — no obligation. Just write for it on your company letterhead. 
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THE PRIZE WINNERS 


What ‘ Wrong will Dive Mail 7 


THE WINNING ENTRY 


By ROBERT J. McANDREWS 


Sales Promotion Manager 
NBC Western Division 
Hollywood, California 


A Direct Male Reacts to 
Direct Mail 


I spend the big part of my day 
producing direct mail—a small part 
of my night consuming same. 

If what I write is half as bad as 
what I read (and don’t read), then | 
won't last long after The Revolution. 
Not so confidentially, it s-?-i-?-k-s. 


Perhaps my occupation makes me 
a pro, bringing too strict a set of 
standards to the evening receiving 
line. OK. Let me get rid of all stand- 
ards for a start and say that the first 
and greatest fault I find with direct 
mail supposedly aimed my way is 
just this: there isn’t enough of it! 


After all it’s natural for a laborer 
in the direct mail vineyard to view 
every letter, every printed piece with 
a kindly eye, seeing sympathetically 
in the perhaps nameless writer a 
kindred soul. Those omnipresent 
“other things” being equal, I prefer 
to make my personal purchases from 
a user of direct mail. Noblesse oblige, 
you know. The trouble is so few di- 
rect mail guys ever ask me to buy 
anything! 


Slightly under a year ago I moved 
from my native San Francisco to 
Hollywood. At the time I wrote the 
news to a dozen companies with 
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In the June issue of The Re- 
porter we offered prizes for best 
papers which analyzed the mail 
received by typical home owners. 
Contestants were required to 
save all mail for a period of 
thirty days. Contestants were free 
to originate their own style or 
system of analysis. Richard 
Faulkner of the _ International 
Paper Company acted as Chair- 
man of a group of impartial ex- 
perts who studied the papers. 
We devote most of this issue to 
the three prize winning entries. 
Read them—and profit from the 
excellent observations. 











which I had charge accounts of years’ 
standing. Not one of them answered 
“thanks for your past business” or 
“good luck down there”. That’s in- 
cidental. More important: every one 
of those businesses—including an oil 
company, a men’s clothing store, a 
shoe firm, a department store, a real 
estate company, a men’s club—had a 
branch outlet or a very close business 
affiliate in Los Angeles. Yet in the 
ten months that I have spent in my 
new city, not a single representative 
of these state-wide or nation-wide or- 
ganizations has had its local office 
solicit my business. Only a San 
Francisco personal loan house in- 
quires plaintively every six weeks if 
I wouldn’t like to borrow on my 
salary; details easily arranged of 
course if I just hop the intervening 
450 miles and have a chat in their 
sanctum. 


I return to San Francisco on busi- 


ness every few months. Newspaper 
advertising gossip columns there have 
noted that fact; ditto the Advertising 
Club weekly. Publicity men and ad- 
vertising managers presumably read 
these sheets. But no hotel, no res- 
taurant, no railroad or bus company 
in the old home town ever is crass 
enough to ask my patronage. 


For that matter when I lived in 
San Francisco I likewise took a busi- 
ness junket to Southern California 
several times a year, which jaunt was 
duly noted in at least one or two eas- 
ily available reference sources. Yet 
the only direct mail shell ever aimed 
from south to north at a piece of my 
travel dollar emanated from a lone 
Hollywood hotel. This firm believer 
in the value of repetition in advertis- 
ing addressed exactly one letter (af- 
ter I had stopped there once). That 
lone epistle, sent to my home which 
practically overlooked Treasure Is- 
land, advised me to stay at the Holly- 
wood hostelry on my vacation trip to 
the San Francisco Fair! 


Retailers and suppliers who must 
obtain immediate dollar returns from 
advertising love to complain about 
the difficulty of compiling “hot” mail- 
ing lists. Yet in practice they are 
shockingly unaware of the most ob- 
vious, most accurate, most prolific 
sources of leads: newspapers, trade 
papers, house organs. Even more dis- 
gusting to my direct mail conscience 
than the aforementioned personal ex- 
periences (or rather lack of them) 
was the almost 100% neglect of my 
family by local business at a time 
when we were prospects for more 
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Able advertisers are creating sales literature that 
displays their merchandise so well and states its 
merits so forcibly, that people stand tiptoe to 
survey the goods available, and then eagerly 
make their choice. As the use of good printing 
grows rapidly because it does the best selling job, 
more advertisers and printers find extra values 
in Champion paper, and flood Champion mills 
with business on this complete, quality line. 





Their growing preference for Champion paper 


indicates that users are on their toes, too, reach- 


ing upward for better groups of alert buyers. 
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merchandise than we were at any 
other period in our collective biog- 
raphy. This was just prior to my 
sister’s wedding last month. 

Obviously a prospective bride and 
groom, with their respective fam- 
ilies, are in the market up to their 
ears. Last month we all turned spend- 
thrift, in a mood to toss out with 
free abandon on this once-in-a-life- 
time occasion not only income but 
savings. Sadly enough, though, hard- 
ly any one wanted our money—judg- 
ing by the mail box. 


A complete story on the approach- 
ing marriage appeared in the three 
largest Los Angeles dailies more than 
a month in advance of the nuptials. 
In cold print were exact names and 
addresses and all the usual details. 
I expected an avalanche of direct 
mail from this terrific tip-off, licked 
my professional chops at the thought 
of this ready-made laboratory for 
studying direct mail. By the day of 
the wedding exactly eleven pieces 
had arrived! Eleven business men, 
in the nation’s fifth largest and as- 
sertedly most progressive city, had 
the energy to go after a customer 
just aching to be sold. 


One (1) department store sent 
along a very helpful booklet of facts 
and suggestions for the bride, along 
with a letter inviting consultation of 
its wedding adviser. No other depart- 
ment store, dress shop, milliner, lug- 
gage shop or what have you paid any 
attention. Oh yes—there was also one 
wretchedly printed broadside from 
a gentleman who promised to get us 
anything at all wholesale. 


The newspapers mentioned that a 
priest friend of the family was com- 
ing from San Francisco to perform 
the ceremony. Yet a hopeful minister 
who bragged that he had officiated 
at 2,000 hitchings wasted a stamp and 
a yellowed card going after the “busi- 
ness.” 


The news articles included, quite 
plainly, the exact time of the cere- 
mony and the name and address of 
the church. Still three “wedding 
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chapels”, vying among themselves in 
cheapness, similarly squandered pos- 
tage and printing to seek the already 
bestowed appointment. Two of them 
offered chapel, flowers and a photo- 
graph of the big doings for $3.00. 
The third, a cut-rate outfit obviously 
outside the pale of ethical competi- 
tion, announced the same lavish pack- 
age for $2.00. By merely checking 
the part of town to which he sent 
his solicitation,: that. last: profligate 
would have realized that a bargain- 
appeal was out of place. 


Naturally both our family and that 
of the groom were wide open for 
flowers—lots of them. But no florist 
had the temerity to bother us with 
letter or folder at such a busy time. 

Two renters of chairs, dishes and 
miscellaneous party equipment came 
through with brochures, quite wel- 
come to apartment dwellers. Don’t 
ask me why they addressed same to 
the coming bride, who had a few 
other things on her mind, instead of 
to the mother who, according to all 
available books on the subject, is 
responsible for reception arrange- 
ments. (Yes—mother’s name and ad- 
dress were in the news stories. ) 


The photographers were slightly 
more alert; but then there are more 
of them in picture-conscious Holly- 
wood. Three representatives of this 
thriving industry came through with 
mail bids. One actually came through 
with two follow-up mailings, believe 
it! 

The newspaper accounts listed sev- 
eral California resort towns where 
the couple might stop on their motor 
honeymoon. Exactly one hotel in the 
entire state made use of this infor- 
mation and forwarded an invitation; 
and that hotel is a national advertiser 
serviced by one of the top national 
advertising agencies. One of the pa- 
pers, accidentally or on purpose, 
wrote that the newlyweds would stop 
at a specific Santa Barbara hotel. 
The place mentioned evidently as- 
sumed that the printing of its name 
cinched the deal, for nary a billet- 


doux with a Santa Barbara postmark 
ever did arrive. 


So much for that street in the di- 
rect mail hell paved with sins of 
omission. The commission avenue is 
shorter but just as well lined. In fact 
the overt blunders in the direct mail 
which I receive stand out even more 
sharply, percentage-wise, because I 
get so relatively little. (My moving, 
and the fact that our name is in- 
cluded only in the most recent tele- 
phone book, accounts of course very 
largely for the postal dearth. But 
doesn’t it also mean that only the 
most wide-awake firms in the business 
have landed our names—and that 
therefore their material, bad though 
it be, represents an above-average 
sample? ) 


Nine months ago we moved from 
one town to another. Six months ago 
we changed from one house to an- 
other. Because we have close friends 
now living in both our former homes, 
we have all classes of mail for- 
warded. The results indicate that for 
many direct mail users even half-a- 
year is not enough time to keep their 
stencils up to date. Uncle Sam him- 
self is far from blameless. My draft 
board sent the last official envelope 
to my old home—despite the fact 
that before I moved I sent them a 
change-of-address notification which 
they acknowledged in writing. 


A retail newspaper ad which I 
read religiously every day appears in 
columnar form for a super-super- 
market in our town. When the other 
day the copy writer on this spark- 
ling feature offered a sample of his 
monthly house organ, I quite joy- 
fully wrote for same. Oh letdown! 
The letter which acknowledged my 
inquiry crawled with badly-done era- 
sures. The bulletin sent as a sample 
was three months old. I was the third 
prospect at whom the copy was 
aimed; the other two had moved and 
left no forwarding address, and their 
scratched-out names still adorned the 
self-mailer cover. 








Our city’s most famous eating 
place, opening a new drive-in branch 
in my neighborhood, circularized 
every householder within a half-mile 
radius with a handsomely illustrated 
color brochure. First-class layout and 
the most modern methods of repro- 
duction combined to create a first im- 
pression of over-all excellence. But 
the copy proved to be that of a high 
school freshman—in the lower third 
of the class, at that. It not only failed 
to bear out the promise of the art; 
worse, it wallowed through such 
ungrammatical sloughs as “a person’s 
station was determined by the gold 
in their bathtub” and “you may have 
just driven in and are looking for 
something special”. 

The concern of retail direct mail- 
ers to lift me out of my present state 
of bachelordom is touching. They 
are constantly addressing their out- 
pourings to a non-existent “Mrs.” 
McAndrews. A bank recently left it- 
self open to a libel suit by headlin- 
ing in a personal note to me “Will 
your children go to college?” I 
couldn’t help but wonder what re- 
sponse they get from this letter on 
the old maid section of their list. 

_ My mother and I share a charge 
with several merchants. 
Monthly statements are sent to me 
and paid by my check. Invariably 
the statements are accompanied by 


account 


envelope stuffers — and invariably 
those enclosures concern women’s 
merchandise. Why not an occasional 
piece to sell something to the man 
who pays the bills? I might buy 
something even from a department 
store that way, in addition to the 
half-price magazine subscription 
which has been my sole personal 
transaction with this type of big 
business in the last half-year. Direct 
mail is the only method a department 
store can use on me successfully, and 
I do mean direct mail with a return 
order blank and envelope. I don’t 
dare go near one of these stores in 
person. You see I like to go hatless 
in California sunshine, and if I so 
much as set one foot inside a depart- 


6 


ment store door a swarm of female 
shoppers immediately assume I’m a 
floorwalker and start flooding me 
with questions, some of them embar- 
rassingly unanswerable. 


The gasoline dealer who mails me 
a new plastic gadget each month to 
convince me of the research talents 
of his company does a good job. The 
only place he misses is in assuming 
that I still live where I did last 
spring, which was within a few steps 
of his station. I’m miles from there 
now. In fact I’m too many blocks 
away from any station of his particu- 
lar brand. And inasmuch as I have 
neither kids of my own nor child rel- 
atives within easy walking distance, 
the cute little knick-knacks end up 
with plenty of paper companionship 
in the waste basket. In that same all- 
embracing repository goes the pop- 
up picture of a new store which 
smote me in a tender portion of the 
nose . . . and the fake silver dollar 
which rolled under the dresser . . . 
and the rubber-band butterfly which 
flew out of an envelope and did no 
good to my cardiac condition. 


In radio we learned long ago that 
it’s a grievous mistake to use simu- 
lated admission tickets in announc- 
ing a new program by mail, even to 
an out-of-town list. Too many reci- 
pients assume the ducats genuine 
and pass them along to friends in 
town, who in turn are often disap- 
pointed when unable to get into a 
broadcast. An investment house which 
sent me (and others) long and more 
than reasonably accurate facsimiles 
of steamship tickets, advising me to 
sink my savings in their portfolios 
if I would someday be able to afford 
travel, is apparently learning the 
same lesson. A friend in the agency 
handling all but the direct mail end 
of this account reports as gospel that 
the company received this letter re- 
turning the fake tickets: “Thank 
you for the tickets to those roman- 
tic places. I am sending them back 
however as I am a widow and never 
go anywhere any more.” 


In my office I receive too much 
mail; at home I receive too little to 
occupy those unfilled minutes _be- 
tween washing and dinner. In the of- 
fice my secretary opens and discards 
envelopes; at home I pay close at- 
tention to the envelope as well as to 
what it contains, pay special atten- 
tion to those few with a typed or 
hand-written address and _ first-class 
postage. In the office a girl does the 
physical work of answering mail; at 
home I must do it, so naturally and 
lazily I send answer (and, if neces- 
sary, check) first of all to him who 
makes answering easy by providing 
return envelope or reply card—last 
of all to him who forces me to hunt 
for stationery and stamps. In the of- 
fice mail of all kinds gets stacked in 
one pile, is attacked piece by piece; 
at home the bulky, unattractive en- 
velopes loaded with enclosures take 
back seats in time and attention to 
snappy looking items which _per- 
chance might be personal missives. 
In the office date of arrival means 
little; at home matter which arrives 
around the first of the month starts 
its effective life with two strikes be- 
cause I think it’s just another bill. At 
home too pieces which greet me on 
tired Monday or anticipatory Friday 
are less favorably received than those 
which time their arrival for the not- 
so-busy middle of the week. In the 
office 99% of my correspondents do 
me the honor of spelling my name 
right; at home fully half of the same 
class leave off the opening “Mc” or 
the concluding “s”. Why, oh why 
should direct mail addressed to the 
home be so inferior to the office va- 
riety when the home brand has such 
a marvelous opportunity of hitting 
me when I have more spare time and 
less competition ? 

And now let the prisoner rest a 
moment. Take a fleeting glance at 
the vulnerable 56/100 of one per 
cent of that most perfect adjunct of 
direct mail: the agency which dis- 
tributes it. I love the post office, 364 
days a year. But the other day .. . 
well, a card arrived telling me to 
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call at Wilcox Street Station to pick 
up, for a consideration, a package 
with my name on it. On a hot, hot 
lunch hour I puffed the five blocks 
from office to Wilcox Street. I, or 
the post office, picked as my accom- 
paniment on that walk the parade of 
the National Letter Carriers Conven- 
tion. At the end of the parade, and 
of my hike, was Seattle Letter Car- 
riers Band, parked among the stacks 
of Wilcox Street Station. 


Picture of me trying to shout what 
I wanted to clerk who is more in- 
terested in umpahs of band. Picture 
of clerk finally dodging tubas and 
glockenspiels to hunt package. Pic- 
ture of clerk returning to blast ques- 
tions into my ears. Picture of same 
clerk yelling loudly into telephone. 
Picture (after twenty minutes) of mu- 
sicians departing and clerk telling 
me it was all a mistake—try the Los 
Feliz Station. Continued picture that 
afternoon after work of me trudging 
more warm blocks to Los Feliz 
Building. Ten minute intermission. 
Finale: Los Feliz clerk advising me 
that he remembered that package 
now—it was delivered to my house 
three days ago. The only package I 
received three days ago was an un- 
wanted sample from a direct mail 
advertiser. Blackout. 


Don’t I like anything about direct 
mail? Sure. I love it so much (af- 
ter all it pays for most of my salary 
check) that I have to chastise it for 
its own good. That’s constructive crit- 
icism, isn’t it? (Definition of con- 
structive criticism: me _ criticizing 
you. Definition of destructive crit- 
icism: you criticizing me.) Besides 
it’s no fun writing kudos exclusively. 
It's no fun even reading them if 


they’re about somebody else. 


Direct mail oversights and errors 
touched on here are not the result 
of lack of technical knowledge. Even 
the smallest could avoid 
them by simple common sense. And 
there are four hundred advertising 
agencies, one thousand printers, two 


hundred engravers in my neck of the 


retailer 
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woods alone who should do some- 
thing about it. Let them take a few 
hours off from their customary hob- 
by of making pitches at each other’s 
large accounts. Let them do some 
solid missionary work to make this 
very solid medium of direct mail 
pay out... for small business, and 
for themselves. 


SECOND PRIZE GOES TO 
LESTER SUHLER 


Subscription Manager 
Look Magazine 
Des Moines, lowa 


Let’s Look at the Mails 


My thirty-day mail analysis has 
covered all advertising and promo- 
tion mail sent to the homes of three 
Des Moines residents whose identi- 
ties for local reasons I have promised 
not to mention in the analysis. The 
three were selected to cover normal 
income brackets—the first received 
21 pieces of mail and had an income 
of $1,000.00 to $1,999.00; the sec- 
ond received 38 pieces of mail and 
had an income of from $2,000.00 to 
$2,999.00; and the third received 51 
pieces of mail and had an income 
of $3,000.00 or more annually. 

I have made the analysis by the im- 
portant direct mail sub-heads shown 
below: 


Business Classification (Source) 


The percentage of mail received 
from retail establishments for the top 
income bracket was 43% of all his 
mail, for the middle bracket, 34%; 
and for the low income bracket, 
29%. Of the total 110 pieces, 37% 
were retail. 

Manufacturers’ promotion direct 
to the consumer covered 8% for 
the top income bracket, 5% in the 
middle bracket, and 5% in the lower 
bracket. Of the 110 pieces, 6% were 
received from manufacturers. 

Magazine publishing houses cov- 
ered 18% in the top bracket, 15% 
in the middle bracket, and 10% 


in the lower bracket. Sixteen per cent 
of the 110 pieces were from maga- 
zine publishing houses. 

Financial services, brokers, etc.., 
covered 12% for the top bracket. 
11% for the middle bracket, and 5% 
for the lower bracket. Ten per cent 
of the 110 pieces were from this 
source. 

Book publishers, direct-to-buyer 
merchandise selling, (cigars, corres- 
pondence schools, etc), covered the 
remaining 19% in the top bracket, 
35°% in the middle bracket, and 51% 
in the lower bracket. Of the 110 


pieces, 31% were from this source. 
Mailing Lists 


Only three general classifications 
of lists were used—magazine pub- 
lishers and book buyers lists, auto- 
mobile owners lists, and private cus- 
tomer lists. This breakdown was made 
by my experience with the various 
addressing systems and the informa- 
tion which the three householders 
were able to give me from their 
knowledge of how other mail had 
been addressed. 

Two glaring points of ethics of list 
rental were found. One mailer sent 
the same letter to the top and middle 
income brackets on a certain week- 
end. The identical address plate was 
used by one other mailer on the same 
weekend. This led me to investigate 
outside of the three homes, and I 
found a total of three mailings had 
been made one weekend by three dif- 
ferent users of the same list. Two 
other lists were found to have two 
mailings each released within four 
or five days of each other. 

This often can be an error on ad- 
vance tests, but also points to lack of 
spacing on the part of the list owner. 
This is a crying need in the direct 
A tremendous _§loss 
could be suffered by an advertiser 
who unknowingly had a mailing re- 


mail business. 


leased on the same weekend on which 
one or two other mailers were mak- 
ing identically timed releases. More 
list owners should set up a release 


schedule and abide by it rigidly— 
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rather than crowding mailings to get 
more list rental money. 


Advertising Copy 

The copy of the national advertis- 
ers was far superior to the local re- 
tail concerns. This indicates that di- 
rect mail is a fixed part of the busi- 
ness of large companies but unfor- 
tunately a small cog to retailers. The 
national advertisers in addition to 
good copy almost always emphasized 
a special offer while the majority of 
local retailers assumed that “the busi- 
ness was in the bag.” 


Appearance (Printing, quality, etc.) 

Here again the national advertis- 
ers were far ahead of the retailers in 
that they used more good color print- 
ing, better appearing layouts, more 
descriptive circulars, and always in- 
cluded a return card or envelope. 
More than 85% of the retailers failed 
to include a card or envelope, al- 
though all mentioned telephone num- 
bers. 


I know from personal experience 
that if retailers would include re- 
turn forms that I would reply quick- 
er. The top and middle income brack- 
et householders indicated that they 
preferred a return form. The lower 
income bracket had no preference. 


Kind of Reproduction 

Offset printing in various forms 
was used in 40% of the pieces, letter 
press in 45%, and mimeographing, 
multigraphing and miscellaneous in 
15%. A few retailers and national 
advertisers used poor mimeograph- 
ing as the body of their letters. The 
quality of letter press and offset work 
was comparable for retailers and na- 
tional advertisers. 


Postage 


Forty per cent of the total mail 
used postage meter imprint—many 
of which were the old style. The 
printed permit in either one or two 
colors was used by 37%. Twenty- 
three per cent used stamps, of which 
12% was one-cent stamps, 11% used 
first class postage (either two or 
three-cent). Two national advertisers 
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used six-cent air mail on special of- 
fers. 

I was shocked to find that the per- 
son in the top income bracket re- 
ceived two letters which could have 
been mailed for lc instead of 144c 
each, thereby saving the mailer $5.00 
per thousand. The middle income 
bracket had one of these which was 
not a duplicate of the first two men- 
tioned. 


Summary 


To the small or large user of di- 
rect mail, I gleaned the following 
benefits from the analysis: 


1. Better spacing of national mail- 
ings is very badly needed. 

2. Retail advertising needs a “shot 
in the arm” in the way of intro- 
ductory and get-acquainted offers. 

3. More executive direction should 
be given to direct mail advertis- 
ing, whether to dealers, consum- 
ers, salesmen, or old customers. 


All of the percentage figures shown 
are based on the 110 mailing pieces, 
as received at the three homes. 


THIRD PRIZE GOES TO 


LORNIE GRINTON 
Anabolic Foods, Inc. 
Los Angeles, California 


Here it is on the table before me 
—and a sizeable accumulation it is, 
too. 


Sleek and _ shoddy, artistic or 
gaudy, it makes a varied appeal. 

The Opera Association elegantly 
seeks my patronage, the milk com- 
pany postcards its hope that I had 
an enjoyable vacation, a gentleman 
in Cuba insists in a closely typed 
letter that I will miss a lot of enjoy- 
ment if I do not send for a box of 
his cigars, a furniture company as- 
sures me my credit is good, while a 
friendly finance company will help 
me get rid of 
monthly bills. 

This pile of letters shows the wide 
spread belief in direct mail to the 


those bothersome 


home. An examination, however, 
shows it to be a hollow belief in a 
great number of cases. 

Let’s get specific. 

The first need before any mailing 
can be made is a mailing list. It is 
easy enough to get a cheap list and 
not much work to whip up a poor 
one. The popularity of poor lists is 
reflected in this material before me. 
My name is spelled in a variety of 
ways—even my sex is determined by 
the writer who apparently tosses a 
coin. The friendliest, most winning 
copy loses its fire when the letter 
I receive comes to me forwarded 
from an address over a year old. Too, 
the personal touch is lost when the 
addressographed envelope has a code 
a line long. I am not flattered that to 
the company writing me, I am J910- 
T16. 

Now we are into the envelope. 
When a fill-in is used, unless the list 
is accurate, the irritation of the mis- 
takes on the envelope are repeated. 

However, the majority of the let- 
ters are content with Dear Sir, Dear 
Booklover, or Dear Friend. Despite 
the last friendly salutation most of 
these “personal” letters seem to be 
written to an audience rather than an 
individual. 

The phoney lead-in turns up time 
and time again. “Knowing that you 
are discriminating ... ”, “You are 
one of a limited number of book- 
lovers for whom I am reserving”’,— 
the mechanical set-up of these letters 
is as intimate as a billboard, and yet 
I am supposed to believe this flattery 
copy. 

Living in the city we receive a vol- 
ume of mail from the larger stores. 
There is usually no quarrel with the 
fill-in, stock, or printing. But here, 
again, the direct mail is often the 
step-child of the advertising depart- 
ment. 

In the last month I purchased a 
suit. For several years my account 
had been with another store. I went 
into the alien store merely to shop. 
I was treated so well by the sales- 
man and staff, I made a purchase, 
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and left feeling pleased with my con- 
tact. : 

Some days later I received a post- 
card—beautifully printed thanking 
me for my purchase and assuring me 
of the salesman’s desire to serve me 
in any way. How much more effective 
it would have been to send a letter 
—increasing the postage one cent. 
The letter could be dupligraphed or 
run on the electric typewriter. It 
would have given me the illusion of 
“personal interest” which the card 
did not. 

In the same month I received an 
announcement from my salesman at 
the store where I had an established 
account. The card came in a plain 
“baby announcement” envelope—and 
fooled me pleasantly. However, the 
card—his business card with a script 
message printed across the corner— 
was impersonal. 

Despite the thousands of dollars 
spent in building up direct mail, and 
establishing a “personal contact,” 
90 per cent of it continues to be im- 
personal. Once contact has been es- 
tablished this should be capitalized 
upon. Pliable form letters would 
serve. It is work to divide a mailing 
list into groups but it can pay divi- 
dends. Routine copy sprinkled with 
some general reference to the contact 
between the company and client will 
bring business and goodwill. 

A great deal of direct mail asks 
“why”. Why haven’t you used your 
charge account lately—why have you 
dropped out of this or that book 
club—we sent you a catalog and won- 
der why we can’t serve you further. 
Some of these why appeals are so 
good they get replies. These replies 
are usually answered personally and 
well.—But after this brief, warming, 
personal contact, subsequent mailings 
continuing to be ground out taking 
no note of the bond you felt existed 
between you. 

The best of direct mail received in 
the home is the stuffer copy. Folders, 
brochures, catalogs, and broadsides 
are frequently most effective. Here 
the copy writer does not have to per- 
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sonalize. The copy is apt to flow. 
Color and illustrations help with the 
selling job. However, even this ma- 
terial can be improved. The sugges- 
tion is simple—less of it in individual 
mailings. The average reader doesn’t 
have time to wade through four or 
five pieces at a time. Let common 
sense rather than the postal scale de- 
termine how much material is sent 
at a time. 

These are the suggestions I have 
for advertisers whose field is the aver- 
age home. Clean up your mailing 
lists; split your mailing list as many 
ways as is necessary—it costs more 
than sending one mailing piece to 
everyone, but it stands to bring in 
better returns; stop sending “per- 
sonal” letters with everything from 
salutation to signature printed; use 
follow-ups, and most important make 
letters more than a wrap-around for 
your enclosures. 

This limited survey does not pre- 


tend to be thorough nor final. The 
faults are those which turn up again 
and again in the material before me. 
Much of that material, by the way is 
excellent. There is the swagger type 
of publicity used by night clubs, ho- 
tels, clubs, the opera, etc. This is 
put out on extravagantly good stock, 
beautifully designed and printed. The 
stylized copy serves its purpose well 
—the recipient is flattered to have a 
letter with glorified crests and seals. 
This material never talks down to 
him. There is the effective dignity of 
letters from banks. There is the tops- 
all letter sent out by Time. 

There is room for improvement. It 
will not improve until corporations 
give the same attention to the small 
details of direct mail as they now 
lavish on their more spectacular 
forms of advertising. That direct 
mail to the home is selling today, 
only points to what can be done to- 
morrow. 











for further details. 


342 Capitol Avenue 
HARTFORD, CONN. 








National Advertiser 
Increases Returns 13.78% 


With Artographic! 


ARTOGRAPHIC is the new process for illustrating 
your product or service on the back of an envelope. 


The publishers of a national magazine sent a test 
mailing to a national list of doctors to determine the 
pulling power of Artographed envelopes as compared 
with ordinary envelopes. Cash returns from offers 
mailed in Artographed envelopes were 13.78% greater 
than from those mailed in ordinary envelopes. Write 


CURTIS 1000 INC. 


1000 University Avenue 
ST. PAUL, 
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2630 Payne Avenue 


MINN. CLEVELAND, O. 
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Departmentalized Letterheads 


REPORTER'S NOTE: Should a 
company with various lines of prod- 
ucts, or with various fields of activity 

. use different types of letterheads? 
That question has been asked . . . and 
we passed it along in The Reporter. 
Here is the first reaction. It comes 
from Samuel E. Gold, Secretary and 
Sales Manager of the Lignum-Vitae 
Products Corporation, 96-100 Boyd 
Avenue, Jersey City, New Jersey. We 
will not attempt to reproduce the ex- 
amples described. Those intensely in- 
terested, might be able to secure a set 
from the always co-operative past-pres- 
ident of the Direct Mail Club of New 
York, 


Dear Henry: 

You asked for samples of depart- 
mental letterheads. 

In a business that is very diversi- 
hed, I came to the conclusion long 
ago that it was just good business to 
spot-light the type of product or de- 
partment that you feel your prospect 
is primarily interested in, and that 
is why we have the following letter- 


heads: 
1. GENERAL LETTERHEAD—On fine 


paper which we use for writing to par- 
ticular customers or those on whom we 
want to make a special impression. 

2. GENERAL LETTERHEAD—On reg- 
ular Bond which we have printed, and 
use for general correspondence and _ cir- 
cular work. 

3. GAVEL LETTERHEAD—This hap- 
pens to be a division of our business which 
is sold primarily to a field that we con- 
sider the class type. Therefore, the indus- 
trial type of letterhead does not do the 
job, and inasmuch as they are only inter- 
ested in that particular line, we see no 
reason why we should reduce the effective- 
ness of our appeal by writing them or cir- 
cularizing them with our general letter- 
head which lists many products in which 
they have no interest. 

4. MALLET AND MAUL LETTER 
HEAD—This is a line which cov’ rs indus- 
try in general, and our purpose is to em- 
phasize that our line of Mallets and Mauls 
is important, and that we are specialists 
in the field. This line is only one of many 
different items which we manufacture, but 
to the Mallet prospect receiving our mes- 
sage on the special letterhead devoted en- 
tirely to Mallets, he canrot help but be 
impressed that here is a company specializ- 
ing in the product in which he is primarily 


10 


interested. This, I think you will agree, 
is the job the special letterhead should 
do. 

5. BUSHINGS AND BEARINGS—The 
same is true of our Bushing and Bearing 
Letterhead as of the Mallet and Maul 
Letterhead. 

6. TURF BOWLING—This letterhead 
is used for circular and correspondence 
with prospects for Turf Bowling. These 
prospects include Camps, Institutions, 
Schools, Recreation Directors, Sporting 
Goods Dealers, etc. You can see, therefore, 
that if we used our general industrial let- 
terhead that we would have a very weak 
approach. This letterhead is doing a very 
fine job for us this year, and we are plan- 
ning to continue along the same lines. 

7. AIR MAIL LETTERHEAD. 

Many people might say that it is 
not worth the expense of special art 
work, printing, etc., and that it is 
too much trouble for the stenograph- 
ers to constantly use different letter- 
heads. 

We have found that it is very 
worthwhile even with the extra effort 
and the cost, and I am certain that 
anyone else who has a diversified 
business will find likewise providing 
the letterheads are intelligently de- 
signed to fit their particular business. 

I would suggest that they do not 
try to copy anybody else’s leiier- 
heads, because what may be good 
for one outfit might be “all wet” for 
some other. 

In my own case, some of our let- 
terheads might not get “first prize” 
from the “expert critical angle,” due 
to the apparent “corny” design, and 
the quantity of detail I have incor- 
porated in them. 

However, we do our business en- 
tirely by Direct Mail, and very often 
secure customers or prospects for 
unrelated items due to the copy in- 
corporated in some of our letterheads. 
Besides—our Letterheads “TELL 
ALL!” 

It would, therefore, be best to 
approach one’s problem strictly based 
on your own needs and not to worry 
about whether your letterhead meets 
the so-called “experts” specifications. 

You can put me down as a booster 


for departmental letterheads to do 
a selling job. 
Sincerely yours, 
Samuel E. Gold, Secretary and 
Sales Manager, Lignum-V itae 


Products Corporation, 96-100 
Boyd Avenue, Jersey City, N. J. 
& 


Telegrams 

This reporter hasn't yet gotten 
around to reading Elmer Wheeler’s 
new book, but we picked up this item 
about it in Volume 17, Number 4 
issue of Dots and Dashes, the breezy 
house magazine of Western Union. 


WINSTON CHURCHILL 
KNOWS THE VALUE OF 
TELEGRAPHIC LANGUAGE 

So says Elmer Wheeler in his new book 
entitled *“Tested Telegrams and How to 
Write Them.” Brought out by Prentice- 
Hall, Inc., Mr. Wheeler’s book sizzles with 
brilliant analytical description of tke va- 
rious types of telegraphic services and how 
they should be used. He urges: “Learn the 
magic formula for putting words tugether 
into ‘Tested Telegrams’ that click for you. 
Telegrams, properly put together, win and 
seldom lose!” 

e 
SEE NEXT PAGE S)—>» 
for explanation of following listing 


ALABAMA: Selina—Dement Printing Co. 
Tuscaloosa—Weatherford Printing Co. ARI- 
ZONA: Phoenix—Acme Printing & Litho 
Co., Arizona Blue Print Co., Phoenix Ari- 
zona Engraving & Litho Co. CALIFORNIA: 
Bakersfield—Merchants Printing & Litho 
Service. Fresno—Progressive Printers & Litho 
Co.. Thomas Lithograph. Los Angeles—Los 
Angeles Downtown Shopping News, Neuner 
Printing & Litho Co., Standard Printing & 
Litho Co., Times-Mirror Printing & Litho 
Co., Western Lithograph Co. Pomona—Prog- 
ress Bulletin Litho Co. Riverside—Good- 
speed’s Litho Co. Salinas—Myrtle’s Printing 
& Lithographing Co. San Francisco—A. Car- 
lisle & Co., Colorgraph Corp., Charles Con- 
lon Printing & Litho Co., Crocker-Union, 
Dulfer Printing Co., Kohnke Printing & 
Litho Co., Lehman Printing & Litho Co., 
Litho-Print Press, Litho Type Process, Mc- 
Lelland Printing & Lithograph Co., Modern 
Lithograph & Reproduction Co., Louis Roesch 
Printing & Lithograph Co., Olsen Bros., Inc.., 
Schwabacher-Frey Co., Van Cott Printing 
& Litho Co., Weiss Printing & Litho Co.. 
Williams Lithograph Co. Oakland—Advance 
Litho Co., Golden West Printing & Litho, 
Pacific Rotoprint Co., Stamps-Pingree-Spie- 
ler, Tooley-Towne Litho Co. COLORADO: 
Colorado Springs—Holly Sugar Co., The 
Lithographic Press. Denver—Bowen Pub- 
lishing Co., Bradford Robinson Printing Co.. 
Colorado Blue Print & Supply Co., A. B. 
Hirschfeld, Nelson the Printer, Publishers 
Press Room, Rocky Mountain Bank Note 
Co. Pueblo—Rocky Mountain Bank Note 
Co. ILLINOIS: Chicago—Advance_ Litho- 


eraphing Co., Blackhawk Printing, Buckley 
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A natural diffusion of light in the illustra- § 
tion combined with the free and open 
typography provide a fresh heading that 
carries all the inviting atmosphere of a 


vacationland. Space and light, the two 
requisites of this design are evident in ample 
amounts. The one color—green—is proper 
and complete; no other color aid is needed. 





‘‘[lluminated”’ letterheads effected by 
Light, and the realistic use of it, is the new and prac- 
tical theme of a new Book by Dale Nichols, titled 
“Light Up Your Letterhead.’’ The ‘“‘Longine Lodge’ 
letterhead reproduced here in miniature is one of many 
demonstrated in full size and color in the Book. You 
can take full advantage of this new and striking theory 
of letterhead design by getting in touch with any of 
the lithographers listed on the adjoining page and below. 


Dement & Co., Chicago Planograph Corp., 
Cooney Litho & Printing Co., Fleming- 
Potter Co., Good Impressions, Inc., W. H. 
Greene Co., Huron Press, D. F. Keller Co., 
Magill Weinsheimer Co., Rand McNally 
& Co., Rayner Litho Co., Redson Rice 
Corp., Rosenow Co., Roto-Lith Co., Shel- 
don Printing Co., The Mart Printing Co., 
Walgren Printing Co., Wallace Press. Mon- 
mouth—Fleming-Potter Co. Oak Park—Off- 
set Printers, Inc. Peorta—Fleming-Potter 
Co. INDIANA: Evansville—Stones Print- 
ing & Litho Co. Indianapolis—Allied Print- 
ing Service, Studio Press. Muncie—Nation- 
Robinson Printers, Inc., Scott Printing Co. 
KANSAS: Hutchinson—The Hutchinson Of- 
fice Supply Co. Topeka—H. M. Ives & Sons. 
KENTUCKY: Lowisvi//e—Commercial 
Litho Co., Fleming-Potter Co., The Stand- 
ard Printing Co. MINNESOTA: Minne- 
apolis—Bureau of Engraving, Inc., Burgess 
Beckwith Co., Colwell Press, Harrison & 





» 
ee 








Smith, Morgan Printing Co. Virginia—W. 
A. Fisher Co. MISSISSIPPI: Hattiesburg— 
Dement Printing Co. Meridian—Dement 
Printing Co. Tupelo—Dement Printing Co. 
MISSOURI: Kansas City—Ad. Art Printing 
& Lithographing Co., Commercial Litho- 
graphing Co., Greiner-Fifield Litho Co., 
Jones & Co., La Rue Printing Co., Midland 
Lithographing & Label Co., Norman 
Williams Litho Co., Vile-Collier Printing 
Co. NEBRASKA: Omaba—Klopp Printing 











PAPERS 


FOX RIVER PAPER CORPORATION 





POSt office STANDARD, WISCONSIN 
TELEPHONE ExCuance ECHO, WISCONSIN 





& Lithographing Co. NEW YORK: 
New York City—H. F. Birgel & Sons, Inc., 
Enright Litho Co., Le Huray & Co., 
Inc. OHIO: Cleveland—The Brooks Co., 
The Cleveland Lithograph Co., The Crane 
Howard Lithograph Co., The Great Lakes 
Lithograph Co., D. E. Robinson Co. Fos- 
toria—The Gray Printing Co. PENNSYL- 
VANIA: Pittsburgh—Arrow Press Corp., 
Republic Bank Note Co., Liberty Show 
Printing Co. TENNESSEE: Nashville— 
Cullom & Ghertner Co., Foster & Parkes 
Co., McQuiddy Printing Co. TEXAS: Fort 
Worth—Marvin D. Evans Co. VIRGINIA: 
Richmond—Everett Waddy Co. WISCON- 
SIN: Appleton—Badger Printing Co. Eax 
Claire—Johnson Printing Co. Green Bay— 
Green Bay Engraving Co. Méilwaukee— 
Gugler Lithographing Co., W. A. Krueger 
Co., Mandel Multitone Corp., R. &. L. 
LithoCorp., E. F. Schmidt, Wetzel Brothers, 
Wisconsin Rapids—Fey Publishing Co. 


A fofileton, Nisconsin 
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REPORT FROM WASHINGTON 





I held these center pages open until the rest of this issue was 
printed «se. so that I could give you a last minute report on the 
postal situation. 


And now eee I'm ina situation. A subpoena by Federal Grand Jury 
ties my tongue and hand for the time being. 


Washington has been my headquarters most of the time for the past 
three weeks, except for brief hours at the office and pleasant inter- 
vals at the DeMeAeAe and MeAeSeAe Conventions. 


We've contacted most of the Federal investigating departments; we've 
shown our portfolios of evidence on franking fraud to newspaper re- 
porters, Postal officials, and to important members of Congress. 

Many people are worried or considerably upset. The newspapers have 
been full of stories about the indictment of George Sylvester Viereck, 
the “American-citizen" registered German agent. Part of the charge 

is that he is behind "some" of the misuse of the frank. 


You have read in the papers about the seizure of the files of 
Prescott Dennett and how the office of Hamilton Fish sent for and 
received twenty bags of franked mail illegally from Dennett's office. 


The bags were ultimately recovered (part from Fish's office e+. part 
from Washington office of America First Committee) and found to con- 
tain damaging evidence which included the franked material of other 
members of Congress (most of the names already published in THE 
REPORTER ) 





That is:= this gigantic direct mail campaign under the free frank for 
the benefit of The America First Committee, The Steuben Society, The 
American Coalition and some of the known pro-Nazi and anti-Semitic 
organizations is not just an assortment of unrelated incidents. As 
we have claimed all along, it is a well-planned, well-coordinated 
conspiracy to defraud the United States Government by using the free 
mailing privilege for dissemination of disruptive propaganda. (For 
best example of humor in a serious situationyou should read the 
Congressional Record for Fish's ludicrous and pathetic attempts to 
clear himself). 





The members of Congress who have allowed themselves to become in= 
volved == knowingly or unknowingly -=- should be ashamed of them- 
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Page #2 - Report from Washington 
selves. Their constituents should be ashamed of such representation. 


A corrective bill has been introduced. A copy is reproduced on the 
next page. Action upon it is largely dependent on how business 
people feel, and what they do, about it. If enough people are in- 
censed enough to write to their representatives - if there is enough 
publicity about the misuse of the frank, the members of Congress may 
be obliged to take actione 


The Wiley Bill may not be perfect. It possibly can be improved. But 
it is at least a start. So write to your Congressmen. They are 
conscious that the frank is being abused. Keep them conscious of it. 





And now = limited as I am by a pledge of silence on certain phases 
of this case, I can only tell you to watch your papers carefully. 
The whole story will unfold. 


The two special prosecutors for the Department of Justice on the 
Grand Jury investigation of the franking fraud are ideal for the job. 
Both William Power Maloney and Edward J. Hickey have worked on postal 
fraud cases in the past. They know their way around. 


I feel reasonably sure that these prosecutors will not cite me for 
contempt or for violation of oath of secrecy «ee if I make the follow- 
ing observations about the Federal Grand Jury. 


(1) I'd hate like sin appearing before this body if I were 
the person being investigated. 


(2) Looking at the intelligent, earnest faces ee. I had the 
comforting feeling that as long as we the people can have 
Grand Juries like this, Hitler and his cheap American helpers 
CANNOT WIN. 


Sincerely yours 


LA, 


Publisher 
P.S. Flash from WASHINGTON 





George Hill, secretary of Congressman Ham Fish, indicted by Federal 
Grand Jury for perjury. Arrested and held in $5,000. bail. See 
your newspaper for developments. We will give you detailed story 
next issue. Hill acted as purchaser and distributor for most of the 
franking propagandists, working through Nazi-agent George Sylvester 
Viereck's Washington stooge, Prescott Dennett. The fishy conspiracy 
to defraud Post Office and to undermine Government is now smashed. 
Congress should act immediately to prevent any possibility of a 
Similar situation. Democracy wins again. The wheels of justice 
grind slowly ... but they grind. 

HeHe 





HERE IS THE BILL 








Act to 
make it an Act 


If you like this bill . . . or if you have 
suggestions for improvement—write 
to your Senators and Representa- 
tives. Also write to members of Sen- 


ate Post Office Committee. 





Send carbons of your 
letters to The Reporter. 
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Advance Cards 

That’s a good advance card used 
to promote Sun-Maid Raisins. One 
side of card is exact reproduction of 
box, and the corners are trimmed to 
give a third dimensional appearance. 
Reverse side has room for address 
and this message “On my way! [ll 
be into see you in person soon— 
after Labor Day!” Signed Penny 
Sun-Maid. 

The card was part of a campaign 
to put across a new '% ounce cCar- 
ton of raisins to retail for lc. 

First mailing was a straight “teas- 
er’ —a post card of Yosemite Nation- 
al Park and post-marked “Yosemite, 
California’. The message said, “Hav- 
ing wonderful time. Ran across a 
new idea out here. More later.” It 
was signed “Penny”. 

A few days later “Penny” sent 
another card from Fresno, showing 
a picture of the Sun-Maid plant, 
and saying “I’ve found glamour and 
profit in raisins, of all things! Full 
details soon.” 

The first direct approach appeared 
in the third card—a picture of mis- 
sion bells mailed from San Juan 
Capistrano—on which “Penny” wrote 
“Here’s music for you! There’s a 
profit spread of 69.4% on Sun-Maid’s 
new raisin pack.” It, too, was signed 
“Penny. 

The story of the Food Stamp Plan 
and the PennyPack’s place in it was 
too lengthy for a post card so a let- 
ter of full explanation was “Pen- 


nys next mailing. This was en- 
closed in the envelope of a Los An- 
geles hotel and was mailed from that 
city. A different letter was prepared 
and mailed to those wholesalers liv- 
ing in cities where the Food Stamp 
Plan is not yet operating. This alter- 
nate letter outlined results from sales 
tests conducted on the miniature 
package. 

The last mailing was the cut-out 
card described at start of this item 
and was mailed from San Francisco 
to complete the “tour” of California. 

“Penny Sun-Maid” did call in per- 
son on the 1,000 wholesalers soon af- 
ter Labor Day! Fifty different ver- 
sions of her, all wearing the famous 
red bonnet and Sun-Maid costume. 
The girls doing this impersonating 
gave each wholesaler samples of the 
new “Pennies from Sun-Maid” and 
small folders giving full details on 
the price and purpose of the pack- 


age. 


Don'ts for Selling 

Don’t sell me clothes. Sell me neat ap- 
pearance, style, attractiveness. 

Don’t sell me shoes. Sell me foot com- 
fort and the pleasure of walking in the 
open air. 

Don’t sell me candy. Sell me happiness 
and the pleasure of taste. 

Don’t sell me furniture. Sell me a home 
that has comfort, cleanliness, contentment. 

Don’t sell me books. Sell me pleasant 
hours and the profits of knowledge. 

Don’t sell me toys. Sell me playthings to 
make my children happy. 


Don’t sell me tools. Sell me the plea- 
sure and profit of making fine things. 

Don’t sell me refrigerators. Sell me the 
health and better flavor of frcsh-kept food. 

Don’t sell me tires. Sell me freedom 
from worry and low-cost per mile. 

Don’t sell me plows. Sell me green fields 
of waving wheat. 

Don’t sell me things. Sell me ideals, feel- 
ings, self-respect, home life, happiness. 

REPORTER'S NOTE: The above 
taken from The Alexander Cooperator 

- monthly house magazine of The 
Alexander Film Company, Colorado 
Springs, Colorado. It all sounds fa- 
miliar, but such mottos bear an in- 
definite number of repeat perform- 
ances. 
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Good Neighbour Campaign 

That’s a fine campaign being con- 
ducted by Eaton’s of Canada . 
a nationwide retail organization with 
department stores in the leading Ca- 
nadian cities. Magazine advertise- 
ments feature friendly relations exist- 
ing between Canada and the United 
States. They make a definite bid for 
more visitors from the United States. 
The advertisements offer a free Trav- 
el Kit consisting of special identifi- 
cation card entitling visitors to spe- 
cial attention in all stores; a booklet 
entitled “Things You'll See Only in 
Canada”; a “Good Neighbour” Shop- 
ping Guide; a “Good Neighbour” 
Button; a Colorful “Good Neigh- 
bour” Windshield Sticker. All ma- 
terial is excellently handled. The 
D.M.A.A. should get a supply to en- 
close in their monthly Specimen 


Packet. 
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when you use DUO-POST 


Both reach your prospect at the same 
instant—best time for your sales letter to get across 
its selling punch. Ask for samples and prices. 


TENSION ENVELOPE CORPORATION 
345 HUDSON ST. NEW YORK CITY Telephone CANAL 6-1670 
Manufacturing plants at NEW YORK, KANSAS CITY, ST. LOUIS, DES MOINES and MINNEAPOLIS 
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What the AUTO-TYPIST 
Can Do for YOU! 


— build your business through ATTENTION GETTING PERSONAL 


LETTERS — 


— produce 150 average personal letters a day for as little as 


l¢ each — 


— fit the particular need of one or several departments — 


— provide VOLUME PRODUCTION of personal letters while allow- 
ing the operator to do clerical work, bookkeeping, handle the 
switchboard while operating one or two AUTO-TYPISTS. Note: 
one girl can operate 3 AUTO-TYPISTS if your needs are big. 


There’s An AUTO-TYPIST Model For Your Specific Need 





610 N. Carpenter St. 
CHICAGO 


AMERICAN AUTOMATIC TYPEWRITER CO. 


120 Greenwich St. 
NEW YORK CITY 


oe Se Et Ree ee EM ASL THIS COUPONS St 2 1 i a oe a 


Mail this coupon 
fo cur nearest 
office. Learn how 


AUTO-TYPISTS 
can help your 
sales and collec- 
tion problems. 
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NAME 





ADDRESS 
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100% Response 

Here is an interesting report in a 
letter from Alan Deyoe of Farm 
Journal and Farmer’s Wife, Wash- 
ington Square, Philadelphia, Penn- 
sylvania. (Mr. Deyoe is Secretary of 


the Philadelphia Direct Mail Club.) 


Congratulations on George Dugdale’s con- 
structive blast at mailing list descriptions. 

I forgot until the last moment to send 
out notices for the meeting following his 
talk at the Philadelphia Direct Mail Ad- 
vertising Luncheon Club. The attached was 
a quick make-shift which brought 100% 
returns (actually). All reply cards but one 
were returned within 48 hours—the one 
came in a week later with an apology—the 
club member was away on vacation. 


Copy on double post card is inter- 
esting: 


It is important that you answer this card 
at once but it is easy—just check your 
choice on the attached card and mail it to- 
day sure. Your reply will help us and may 
be a relief to you. 

Please check the card now—it will take 
but a minute! 


The return card: 


YES NO 

—— —— You are a nuisance and | 
think the Direct Mail Club 
should get a new secretary. 

—— —— I would like to have the job. 

—— —— I will attend the luncheon on 
July 9th. 


DE Sk Wad ce’ Ui od nn ekea ee ros 
NE KE Cons ad ewes an takunedes 


Your name will be kept in confidence 
and will not be passed on to anyone else. 


« 

Inexpensive Research 

The New York Telephone Com- 
pany has been conducting an impor- 
tant research at a very small expen- 
diture. Small boxes were placed in 
many pay stations in the New York 
area. The boxes contained a sup- 
ply of questionnaire forms which 
listed 12 items for checking. All 
items related to the type of service 
expected by the patrons of public 
telephone booths (such as fans, me- 
mo pads, seats, lights, ventilation, 
refunds, etc. 

There are many ways of finding 
out what the customer wants. 
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Why We Advertise 

The August, 1941 issue of Sales, 
the house magazine of Congoleum- 
Nairn Inc., Kearny, New Jersey is... 
a lulu. In it Congoleum-Nairn tells 
the story of its advertising to its sales 
force, its dealers and merchants. It 
pictures and describes exactly how 
the advertisements are planned and 
built. It reproduces the full color 
ads. The lead-off page entitled “Why 
We Advertise” is worth repeating here 
in The Reporter. 

Why is the American standard of liv- 
ing so high? Because we have come to re- 
gard so many luxuries as necessities. Not 
long ago we had no radios, no automobiles, 
no moving pictures, no telephones, no ray- 
on, no air travel, etc. These things and 
countless others have come to us through 
advertising. One may say they come to 
us through mass production—but of what 
value would mass production be without 
mass consumption? By creating the mass 
consumption which makes mass production 
possible and bringing prices within the 
reach of many, advertising has played a 


major role in establishing our American 
Way of Life. All of us know the large 
part that advertising has played in the suc- 
cess of salesmen and dealers who have 
contributed to our American Way of Life 
by speeding the flow of goods from the 
manufacturer to the consumer. 

However, we need often to be reminded 
of this valuable asset, advertising, which 
we have had for a long time but haven’t 
capitalized fully because too often we have 
taken it for granted. True, we know that 
Congoleum-Nairn is a leading national ad- 
vertiser in the floor covering industry, 
but we do not talk about it enough. How 
many of us know that we are the only 
national advertiser using full color pages 
on both linoleum and felt base? How 
many of us realize that, if we used it fully, 
this tremendous program of national ad- 
vertising which has been carried on for 
over a quarter century would contribute 
still more to faster sales, to larger sales, 
to greater profit? 

If we use it! Indeed, the success or fail- 
ure of a salesman often depends on wheth- 
er or not he uses the selling tools given 
to him. 


Congoleum-Nairn’s national advertising is 


the most potent tool the salesman has. 
When intelligently used, it will dissipate 
the feeble arguments the salesman gets 
from his trade on “price.” In this issue, 
we are presenting the dramatic story of 
how an ad is built, where it is run, and 
how it works. 


® 

Army Camps 

If any readers of The Reporter are 
interested in doing business with 
army camps, write to Profitable Mar- 
keting, Chapman Building, Los An- 
geles, California, for a copy of its 
interesting bulletin which outlines 
methods of selling the army camps 
and what type of materials are pur- 
chased by individual officers in the 
camps. The new and shifting markets 
created by the preparedness drive 
make an interesting study. It would 
take more than one issue of The Re- 
porter to adequately cover it. We are 
glad to know that the group in Los 
Angeles is doing such a good job. 





STEPS TOWARD QUALITY 








D. M. Rapport 


President 


MERCURY-LITH BLANKETS 
FOR YOUR MULTILITH 
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Exceptionally 
smooth, unblem- 
ished surface as- 
sures fine impres- 
sions. Reinforced 
ends for durabil- 
ity. Cut to fit your 


press. work. 


RAPID ROLLER CO. 


MERCURY 
PRODUCTS 


For work of the finest qual- 
ity use Mercury Products. 
Fully guaranteed. 


MERCURY-LITH ROLLERS 
FOR YOUR MULTILITH 


Absolutely uniform in cir- 
cumference and of just 
the proper consistency. 


Produces highest quality 








MERCURY-GRAPH ROLLERS 
FOR YOUR MULTIGRAPH 


Give perfect ink distribu- 


tion under all conditions. 
Long-life means economy. 


Federal at 26th 


Chicago, Illinois 





THE REPORTER 


17 

















Our new baby, NAMOPRINT.... 


. is doing fine, thank you. Our latest personalization technique 
individualizes each of your mailing pieces with your prospect's 
name in display printing type. Cost is surprisingly moderate. 


Let us show you how Ahrend NAMOPRINT and the many other 
services of the House of Ahrend can help build your business. 


Just call WOrth 2-5892 .. 


. or write us at 52 Duane Street. 


D. H. AHREND COMPANY, INC. 








Another Digester 

H. L. Smith of United Mercantile 
Agencies Incorporated, United Build- 
ing, Louisville, Kentucky, reports 
that he digested our digest of the 
Baby Chick Convention, had it pro- 
cessed and passed around to their 
correspondents in main office and to 
the men in the field. It made an in- 
teresting story boiled down to three 
pages. 

Incidentally, United Mercantile re- 
cently issued a clever piece 
unique in the collection field. 

They mailed to their entire cus- 
tomer-prospect list an audit of the 
company. The psychological or in- 
tangible audit went out over the sig- 
nature of the General Manager while 
the financial and tangible audit is 
presented by a firm of Public Ac- 
countants. Rates and sales talk are 
injected into the audit, without hav- 
ing the appearance of a sales talk. 


Educational Advertising 

Several times in recent months 
we ve commented on growing trend 
of educational institutions to depart- 
mentalize their catalogues. That is, a 
modern, attractive folder or booklet 
for each department of the school... 
rather than a dry and tiresome cata- 
logue for the entire school. 

Now we are glad to wave a palm 
over the efforts of a school to in- 
ject appropriate humor into its 
promotion. Congratulations to the 
George Pepperdine College of Los 
Angeles, California, for its recent 
booklet “The Story of Johnnie Quick- 
Money, Jr.” The booklet tells, with 
clever cartoons and rapid-fire copy, 
the story of what happened to the 
boy who brushed aside opportunities 
for higher education to accept allur- 
ing opportunities of temporary “quick 
money. The whole thing . . . very 
well done. 


Does Deception Pay? 

Several readers of The Reporter 
in the mid-western area have sent 
samples of a third class mailing is- 
sued by a finance company in St. 
Louis. The corner-card reads in bold 
type “Office of the President” with 
the address underneath it. And then 
the word (also in bold type) “Impor- 
tant!”’ Close examination reveals that 
the name of the finance company is 
printed above the bold “Office of the 
President,” but the 4 point type is 
nearly unnoticeable on the craft en- 
velope. 

According to reports reaching us, 
the mailing made a bad impression 
on advertising men, not only on ac- 
count of the corner-card, but also be- 
cause the name of the company was 
obviously selected with intent to make 
it sound like a Government Agency. 
The corner card added to the implied 
deception. Deception doesn’t pay. 
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What Are Children Thinking About? 

That was an interesting experi- 
ment conducted by the Reed Candy 
Company of 540 North Michigan 
Avenue, Chicago, Illinois. Introduc- 
tory letters were sent to 1,000 sum- 
mer camps, Sunday schools and 
Y.M.C.A.’s in every section of the 
United States, asking the directors to 
conduct a survey among children. 
Introductory letter pulled requests 
for 10.000 of the questionnaire blanks 
with instruction sheets. Questionnaire 
contained 10 simple questions for 
children between the ages of 8 and 
12 years. Questions arranged so that 
answers could be made entirely by 
check marks. Here are some of the 
conclusions expressed by this cross- 


section of young minds. 


20% of the boys want to be airplane pi- 
lots; 10% want to be soldiers; and 5% 
sailors. Only 4% want to grow up to be 
President of the United States. 4% of the 
boys want to become movie stars; and 4% 
policemen. 

19% of the girls want to become nurses; 
10% listed school teaching as their ambi- 
tion. Only 2% of the girls mentioned home- 
making as their life’s ambition. 

82% of both boys and girls revealed that 
they are not afraid of their fathers or their 
mothers. 74% of those who get spanked 
are boys; 26% of the total are girls. 

60% of all the children prefer airplane 
travel to bus, train or auto. As for moving 
picture tastes . . . adventure and mystery 
films lead as favorites with cartoon and 
comedy second. 20% of the children (only 
3% of whom are girls) like war movies 
best. More than 49% of the boys and girls 
questioned believe that Germany or Japan 
is likely to attack the United States. 


We understand that the Reed Can- 
dy Company plans to continue this 
questionnaire technique for an in- 
definite period . . . in an attempt to 
determine what the modern Ameri- 
can child is thinking. We suppose the 
subjects of candy will come along 


someplace in the line. 


The Sense of Touch 

Another good mailing in the Lew- 
is Kleid Idea File series. Can’t help 
mentioning it. 

A shadowy hand shows through 
the multigraphing on a specially de- 
signed letterhead for “texture and 
touch in Direct Mail”. Pasted on the 
tips of the four fingers and the 
thumb are circular swatches of cello- 
phane, cotton cloth, wood veneer, 
wall paper and metallic paper. 

Listed, as good examples of ap- 
pealing to the sense of touch in Di- 
rect Mail advertising are— 


Firestone Tire and Rubber Company 
achieved distinctiveness by printing an en- 
tire folder in four colors on cellophane 

Norton Company, manufacturers of 
grinding wheels, attached to their house 
magazine, a rough grit surface. Building, 
a trade paper, celebrated its first anniver- 
sary by printing on a baby’s diaper, fold- 
ing correctly and sealing with a_ safety 
pin—Stock Market Publications affixed a 
pe ee 
real velvet and it’s yours.” — National 


strip of velvet, with a caption . 


Broadcasting Company used sandpaper to 
illustrate an unshaven face on the cover 
of a brochure. Caption—‘“Stubble, stubble 
—sales are double.” 
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| Mc GRAW-HILL | 
DIRECT MAIL LIST SERVICE 








~ What Makes a Mailing CLICK? 


Advertising men agree—the list is more 
than half the story. 

McGraw-Hill Lists, used by leading mail- 
ers, direct your selling message to key pur- 
vf chasing power. Thorough horizontal and ver- 
tical coverage of major markets. Selections 
to fit special requirements. 

New names added and list revisions made 
daily. Guaranteed accurate within two per 
cent. Inexpensive. Productive. Inquire today! 


McGraw-Hill Publishing Co., Inc. 


= 330 West 42nd Street 


DIRECT MAIL DIVISION 


New York, N. Y. 
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Neat Trick Mailing 

Ben Ludy, General Manager of 
Station WIBW of Topeka, Kansas, 
is responsible for latest neat trick 
mailing. A card measuring 614%” x 
61," bears our address and a lc stamp 
on one side with a message on the 
other. Title “Here’s how to ‘SEW 
UP’ MORE SALES—over WIBW”. 
30 lines of good selling copy about 
the Station in two easy-to-read-col- 
umns. Attached to the card was a 
small green, transparent mesh bag 
which contained a metal emergency 
kit containing thimble, white and 
black thread, needles, straight pins 
and even a safety pin. Printed on the 
metal container “For EMERGENCY 
SEWING, use this kit. For EMER- 
GENCY SELLING, use WIBW.” 
That is another gadget for Abe Mitch- 
ell to add to his catalogue. 
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Tze DIRECT MAIL 
PACKAGES faster 
BY MACHINE! 
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Figure your savings—in lower costs and 
faster production—by using the modern 
Saxmayer Tyer! Model shown here is ideal 
for mailing departments. One operator at 
this Saxmayer machine can do the work 
of 3 ot 4 expert hand tyers—more neatly 
and firmly, too. Ties stacks of envelopes 
in less than a second. Completely auto- 
matic—no levers to operate. Occupies lit- 
tle more space than a typewriter. The 
perfect answer for Sec. 562 P. L. & R. mail- 
ings. Write for more details or Free Trial. 
National Bundle Tyer Co., Blissfield, Mich. 
Agents in all cities. 


SAXMAYER 


Saves Half 
Your Twine and Tying Time 
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‘Page 66 Was Worth 
$20,000 To Us!” 


‘Thank you for the $20,000.00,’" wrote 
W. F. Rehbock of the wf Mfg. Co. 
of Minneapolis. ‘““You probably have no 
record of sending us $20,000.00, but 
about two weeks ago you sent us the 


Ropert Coiwier Letrer Book. 


“"We made a test along the lines sug- 
gested by r. Collier and we were 
amazed to find that we increased the 
pull of our letters 50%! That is why 
we know you sent us $20,000.00!"’ 


THE ROBERT COLLIER 
LETTER BOOK 


Robert Collier has sold and is now sell- 
ing millions upon millions of dollars 
worth of all manner of products b 
mail. From books and magazines to si 
stockings and shirts, from coal to print- 
ing machinery, he has shown all man- 
ner of concerns how to successfully mar- 
ket their products by mail. 


And now he has put into one big book 
all of his most successful letters, all his 
tested and proven methods. “No book 
I have ever read on selling equals the 
Collier Letter Book,’’ wrote C. L. Van- 
cerburg of Seattle. And hundreds have 
ech the same sentiment. 


SEND FOR IT! 


Just your name and address, on your 
own letterhead, will bring you the 
Ropert Corwen Letrer Boox for a 


week's pres examination. The price? 
$3.98—if you decide to keep it. But you 
can read it for a week—FREE—if you 


send for it at once. 


The Reporter 
17 East 42nd St., New York City 

















If You Like This Issue .. . 


ot a regular reader of The Reporter 


subscribing now. Know 
following this monthly digest of Direct Ma 
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THE REPORTER, 17 East 42nd St., 
Fill out coupon. Paste on Post Card. We will bill you later. 
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Department of Horrors 
Reporter Phil Jones, J. B. Lippin- 
cott Company, Philadelphia, Pennsy]- 
vania, sends a shining example for 
this month’s Department of Horrors. 
Phil comments: 


The shudder that runs up my back when 
I read the copy is multiplied a hundred 
fold when I stop to think that this piece 
is primarily directed to advertising men 
who might use the service. 


The original letter was printed in 
typewriter type in blue ink on a 
letterhead which featured two crossed 
American flags. It was mailed from 
Stuyvesant Falls, New York, with a 
114c stamp and the two crossed flags 
are featured on the envelope. The 
use of those flags alone would sub- 
ject this mailing to deserved criticism. 
But here is the copy. Read, and form 


your own conclusion. 
Gentlemen: 


As distributors of advertising matter, 
of every kind, from house to house in this 
territory. Do wish to call your attention 
to the fact, that this bureau, can give you 
all there is to give in this service. We 
have the Uniformed men, the car’s and the 
desire to serve your interests. 

This territory includes Albany, Rensse- 
laer, Troy, Waterford, Cohoes, Green Is- 
land, Watervliet, Colonie, Schenectady and 
Scotia. This covers a large area, and a 
population of 351,550 people. We will 
cover in full or in any part you may de- 
sire, in any quantity you may wish to place 
out at $5.00 per M and 76,500 is believed 
to be correct as possible for coverage. 

All prices listed here, are for the aver- 
age size and kind of advertising matter. 
Large, bulky or heavy matter, listed high- 
er. We cover Albany and Rensselaer coun- 
ties in full or in any part. Albany County 
population 220,550. Rensselaer County pop- 
ulation 121,518. 

Takes 44,500 to cover Albany County 
of this 38,000 goes to cover Albany, Cohoes, 
Watervliet, Green Island, Colonie at $5.00 
per M. and 6,500 goes to cover the rest 
of the 52 listed small outlying places in 
this county at $10 per M. 

Takes 25,000 to cover Rensselaer County, 
of this 18,000 goes to cover Troy and 
Rensselaer, at $5.00 per M. and 7,000 goes 
to cover the rest of the 57 listed, small 
outlying places in this county at $10 per 
M. 

This count listed is believed to be as 
near correct as it can be made. Do wish 


to state, are limited as to coverage per day, 
to 3 car’s and 3 crew’s at present can place 
but 15,000 per day in Cities, do hope to 
increase this output soon. The prices listed 
here are as low as it is possible to state 
and still mantain the best work of delivery 
and service. We use the rubber band sys- 
tem to fasten your work to door knobs. 
We have been distributors for 12 years, 
every business man and banker in this city 
know us. Dr. Miles of Elkhart, Ind., know 
us best, we have done their work for 12 
years in this territory, and still are doing 
their work. May we hope to serve your in- 
terests in our line of service. 
Yours very truly, 


. 

More Gloves 

Parker Erickson is at it again. Lat- 
est mailing for Bendix Washing Ma- 
chine is a card which features the 
sizzle “‘Washday Ruins Lovely 
Hands!” Enclosed with the card is “a 
free gift from your Bendix Dealer” 
with a clever pair of transparent plio- 
film gloves which are velvety soft, 
strong and durable and which can 
be worn for household and outdoor 
work. The tie-up is, of course, “with 
a Bendix home laundry, hands stay 
beautiful because they need never 
touch water!” 

There’s a trick mailing which real- 
ly is appropriate. 


e 

Invisible Message 

Invisible messages have been used 
before . . . such as those which are 
developed photographically with wa- 
ter, or the ones in which message is 
revealed after starting a burning line 
with a lighted cigarette. Our good 
friend Dick Messner of E. E. Bro- 
gle & Company, Inc., 52 East 19th 
Street, New York City, has just sent 
us another type. It’s called the /n- 
visagram. Dip the sheet in water and 
naturally the paper darkens. The 
message is printed in water-resist- 
ing chemical and the letters stand 
out pure white against the soggy pa- 
per. Almost all other systems expose 
the “secret” message when the pa- 
per is held a certain way toward the 
light. In this present case, it’s im- 
possible to detect the wording while 
the paper is dry. 
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Best Cut-Out of the Month 

The best cut-out of the month by 
far reached us in an envelope mea- 
suring 17144" x 7”. There was a big 
red arrow running down the center 
of the horizontal length with the 
wording “There are 6 reasons why 
.... Inside the envelope was a stiff- 
ener and a cardboard cut-out of a 
Lightning Arresler . . . being an ac- 
tual photographic cut-out reproduc- 
tion of the product. Only the one 
sheet of thick cardboard. On the re- 
verse side was a short sales message 
“Heavy-Duty LIGHTNING ARREST- 
ERS protect more lines than ever be- 
fore, because they are the ONLY AR- 
RESTERS combining all these fea- 
tures you need:” And then a listing 
of the six major reasons why this 
Lightning Arrester should be used. 
Mailing comes to us from the Line 
Material Company of Milwaukee, 
Wisconsin. It’s a dramatic presenta- 
tion. The recipient of this mailing 
holds in his hand, a photographic 
cut-out reproduction in actual size. A 
32-page booklet couldn’t tell the story 
more clearly or more dramatically 
than this single sheet of cardboard. 


An Idea 

The Baby Chick issue of The Reporter 
looks plenty good. 

What do you intend to do, go down the 
line on several industrial classifications 
and show how it’s done in each one? If 
not, that could be, in my opinion, not only 
of great interest to professional users and 
solicitors of Direct Mail but a good circu- 
lation builder as well. 

Thomas E. Donahue, Sales Manager, 

The Envelope Corporation, 425 Bran- 

nan Street, San Francisco, California. 


Note: That’s a good idea, but 
where will your reporter find the 
time .. . or the industries willing to 
be used as guinea pigs. We'll try to 
tackle a few more in the next year. 
Thanks to Tom Donahue for sending 
nine excellent examples of envelopes 
where the back is used for a picture, 
slogan or an additional selling mes- 
sage. Types of business include Tan- 
ning, Talon slide fasteners, Whole- 
sale Fruit, Pump Distributor, Spring 
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Manufacturer, Dairy Products, Belt- 
ing, Canning, and Storage. This busi- 
ness of using the back of the en- 
velope for advertising . . . has pos- 


sibilities. More so now than ever 


before. We may as well make every 
pound of paper used do double duty. 


List Buyers Guide 

Having just returned from my vacation 
| have only now had an opportunity to 
read your issue covering activities for June. 

Probably the feature article in this issue 
is the story by George Dugdale, recom- 
mending a rating bureau of mailing lists. 
I can’t really see why you and Mr. Dug- 
dale need worry about having to dodge 
any bricks at the convention, for I believe 
that most people in the business will heart- 
ily agree. If the list-renting business is to 
be a legitimate one, certainly the buyer 
has every right to ask and expect hon- 
est answers to pertinent questions regard- 
ing the list just as a space advertiser has 
the right to obtain authentic circulation in- 
formation or a buyer of a piece of ma- 
chinery has a right to know what materials 
are used in the product and how the prod- 
uct is manufactured. 

There is certainly basic information that 
could be compiled in a central bureau re- 
garding most of the questions brought up 
by Mr. Dugdale. I do not think the list 
can very well be rated, however, as to its 
productiveness, because a list that might 
work well for Mr. Dugdale’s product would 
not necessarily work for Readers’ Digest, 
or vice versa, 

| believe the experienced list buyers 
know what to look for and how to test 
lists. Maybe you should run a series of 
articles for the inexperienced list buyers. 

Cordially yours, 

David F. Beard, Sales Manager, Di- 

rect Mail Division, McGraw-Hill Pub- 

lishing Company, Inc., 330 West 42nd 

Street, New York, N. Y. 


REPORTER'S NOTE: A series of 
articles on subject might prove bor- 
ing. Majority of Reporter readers 
know how to buy or build lists in 
their fields. Rental lists are important 
mainly to Direct Sellers. We are 
willing to run a round table of argu- 
ments—but we suggest that list rent- 
ers and buyers get together with 
brokers and/or compilers to work 
out a definite program of acceptable 
trade practices. 














Names come to Life when you rent 


lists of individuals with known 
mail-buying habits. 


We know the names list owners 
circularlize to get their customers. 
And we know why some lists pull 
better than other lists that appear 
to be much the same. 


Give us a word-picture of your 
“average” prospect. We'll let you 
know the lists where you'll find 
this man — and hundreds of 
others like him. 


D-R SPECIAL LIST BUREAU 


(Division of Dickie-Raymond, Inc.) 
Boston 


Pe 
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A Practical New 
Guide to Profitable 
Mail Selling Practice” 


SUCCESSFUL — 
— MAIL SELLING 


By Harold P. Preston 


UST published, this how-to-do-it manual 

covers the whole business operation of 
mail selling from beginning to end. More 
than a copy or letter writing book, it gets 
right down to the dollars-and-cents prob- 
lems of mail selling—like list building, 
copy testing, pricing, record keeping, col- 
lecting, catalog making, etc. 














Written by a mail order specialist and 
consultant who knows the business from 
A to Z, it includes the tried, proved meth- 
ods and mail selling rules used by the suc- 
cessful mail selling firms. Packed with ex- 
amples and illustrations. $3.00 


Sent for 5 Days’ Trial 
eaanaee WAIT THIS FORM saeeme 

















: THE RONALD PRESS COMPANY M539 : 
g 15 East 26th St., New York 5 
§ Send me a copy of Successful Mail Selling. % 
§ Within five days I will send $3.00, plus ! 
: few cents delivery, or return the book. - 
iw 4 
’ Name ; 
8 xu: + 
i Firm ' 
i * i 
‘ Bus. Address. i" 
: City.... State a 














CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 








ADVERTISING AGENCIES 





Your agents, mail order advertisement in- 
serted all newspapers, magazines at pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Avenue, New York. 


HOW IS YOUR COLOR BEHAVIOR? 
We Specialize On Color In Advertising. 
BOWSER SERVICE CORPORATION 
51 Madison Avenue New York 








ADVERTISING SERVICE 


Does your product have MAIL ORDER 
POSSIBILITIES? Find out! Send litera- 
ture for free analysis. CASSARD, Mail 
Sales Counselor, 746 S. Central Ave., Los 
Angeles, Calif, 


COMING CONVENTIONS 


Authentic record of coming conventions 
and expositions everywhere. Gives meeting 
places, dates, secretaries’ names and ad- 
dresses for 18,500 annual events. Price 
$15 a year. A splendid list of top quality 
executives for direct mail campaigns. De- 
scriptive folder R-3 on request. 
WORLD CONVENTION DATES 
330 West 42nd St., New York, N. Y. 

















EQUIPMENT 
SAVE HALF on Mimeographs, Multi- 
graphs, typewriters. Write for list of 


other bargains. Pruitt, 69 Pruitt Bldg., 
Chicago. 


MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-in, Repaired and Rebuilt. 
Write us your requirements, Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 








MAILING LISTS 
TIME-SAVING AID! Service on thousands 


of specialty and hard-to-get lists. Explain 
needs. Associated Services, 741 Gott St., 
Ann Arbor, Michigan. 








MULTIGRAPHING SUPPLIES 


RIBBONS, INKS AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, II. 
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Professional 
Mailing 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc? We have 
complete mailing lists covering these 
groups and allied Professions. Our lists 
are on stencils—the service of address- 
ing your envelopes can be bought for 
as little as $2.00 per thousand. 


® 100% Accuracy Guarantee 

@ 72-Hour Service 

® Clean Address Imprints 
Fisher-Stevens Service, Inc. 
183 Varick St. New York, N. Y. 











Samstag Approves 

I think the new format of The Reporter 
as evidenced in your last issue, which I 
have just seen, is so great an improvement 
over the unusual but baffling old format 
that I don’t want to pass up the chance to 
say “Congratulations.” 

I don’t know who was responsible for the 
original page layouts—but it must have 
been one of those artists of the kind we are 
constantly having to fight here, who believe 
that the only purpose of text is to provide 
pretty gray masses through which they can 
express their orginal approach to a layout. 

The format you now have is readable and 
simple, and I am sure it will do you and 
The Reporter a great deal of good as the 
months roll on. 

NICHOLAS SAMSTAG, 
Cir. Pro. Mar. 
Time, Inc. 

New York City 

REPORTER'S NOTE: There had been 
so much controversy over The Re- 
porter format, that we decided to 
change it quietly. Surprisingly, not 
a soul mentioned it on first issue. 
This letter from Time is first reac- 


tion. So perhaps format isn’t so tre- 


Use 


SUPERIOR MANIFOLD 


CA ; setee 


i*s"Babha- We bale toi Orestes a- 
Cockle and Smooth Finish 


’ TY) c 
TURNERS FALLS, MASS 


NO MORE TIRESOME 
HAND ADDRESSING 
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LOWEST PRICE 
EVER PUT ON AN 
ADDRESSING 
MACHINE 


To advertise 
ELLIOTT 
ADDRESSING 
MACHINES, 
which print 
addresses from 





typewriter sten- : 
ciled Plastikote Address Cards instead of 
heavy, costly metal address plates, Flliott 
has produced the ADDRESSERETTE, a 
$17.50 addressing machine. It is as fast and 
works on the same geiaciote as addressing 
machines that until now have sold for 
$75.00 and up. Clubs, Lodges, Associations, 
Churches, Small Stores and Offices — any 
one who wants to save time and the labor 
and bother of hand or pewsees address- 
ing— will find the ADDRESSFRETTE what 
they have long wished for. Write for illus- 
trated folder. 


THE ELLIOTT COMPANY 


127 Albany Street, Cambridge, Massachusetts 
[Price Denver West, slightly higher] 








LETTER GADGETS 


Will wake up those sleepy letters and 
keep them out of the waste basket. 
Your waste basket letters can't sell 
for you, and require just as much 
postage. Have you seen the new 
Strip-O-Gram, the Infra-See secret 
paragraph letter and the new Pop- 
Ups? If you haven't seen my new 
10-page catalog, write for it— 


A. MITCHELL 
326 N. Michigan Ave., Chicago, Il. 











mendously important. Our job in the 
months ahead is to give you timely, 
informative, helpful Direct Mail ideas 
in readable and simple fashion. So 
... let’s go! 


New Candidates for the No. 1 Permit 
Club 

John Plank, advertising manager 
of The Shelby Salesbook Company, 
Shelby, Ohio reports that his Com- 
pany holds business reply permit No. 
1 in Shelby. 

P. W. Robinson of McLaurin Jones 
Company reports that his Company 
holds permit No. 1 in Brookfield, 
Massachusetts. 

Webb Publishing Company at St. 
Paul, Minnesota have permits No. | 
for business reply cards and envel- 
opes, metered mail and Section 562 
third class bulk mailing. That sure 
makes it easy to keep permit numbers 
straight. 


THE REPORTER 






































FREE 72 PAGE CATALOG WITH ORDER 











A-589 


~~ 


ELECTROTYPE PRICE LIST 
A-746—$1.97 A-589—$1.95 A-870—$1.67 
A-842— 1.76 A-804— 1.67 A-703— 2.16 
A-727— 1.86 A-539— 1.97 A-722— 1.86 

A-461— 1.67 


GLOSSY PRINTS—-$2.00 EACH 


If you order one of the illustrations 
shown above we will send you a 
beautiful 72 page catalog of all illus- 
trations absolutely FREE. 


Or you can send $1.00 for catalog. 
We will credit your account for $1.00 
to apply on your first order. 


AMERICAN TYPESETTING CORP. 
$47 $. CLARK STREET © CHICAGO, ILLINOIS 





American Typesetting Corp. 

547 S. Clark St., Chicago, Illinois 

[j] Please send me _ Illustration 
No electrotype 

: glossy print 
and your FREE 72 page catalog. 

{_] My check for is enclosed. 

[] Send C.O.D. 

[-] Please send me your 72 page catalog. 
Enclosed is $1.00 which I understand 
will be credited on my first cut order. 








Name 





Company 
Address 


City........ State............ 
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For Multilith Inking Rollers 


PRESS SIZE 10 X 15; 


CLEANS THE INKING ROLLERS QUICKLY AND THOROUGHLY 
WITHOUT REMOVING THEM FROM THE PRESS 


Simply hook attachment to rod No. 1642 — equalizing bar for ductor roller 
arms — and press forward against No. 1655-Al oscillating roller which is covered 
with bakelite, (scraper is made of fibre and will not injure bakelite). Pour on a 
little roller cleaner; apply it a few times until all cleaner and ink are deposited in 
pan. No streaks of ink and solution are left as frequently happens when rollers 
are cleaned by hand. SAVES TIME, RAGS, HANDS, SOLVENT AND ROLLERS. 


Price $ | 50 each 


PAYS FOR ITSELF IN A SHORT TIME 


SOLE AGENT 


LANG MFG. COMPANY 


ESTABLISHED 1870 


THE FUCHS & 


Zao ern  - GENERAL ee) ee Cee) OROR fen mmm men, 


100 SIXTH AVENUE - NEW YORK 


Boston Chicago —_ Cincinnati Cleveland Philadelphia St. Louis 
San Francisco Fort Worth Los Angeles Toronto, Canada 
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